MAKING A DIFFERENCE IN
COMMUNITIES WE SERVE
AND HOW WE COMMUNICATE

Tom DiNardo
Wegmans Food Markets
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Our Community Initiatives
-

/ Food for the )

Hungry
( . ' / Healthy Eating
United Way & Activity

: / Our 5 Giving
Strengthening Priorities
Neighborhoods / ' Young People )




NYS Giving in 2010

12.1 million
. pounds
Food Bank Donations
$4,544,000
Employee Scholarships
Check Out Hunger $2,578,052
Campaigns
$1,262,419
Neighborhood Donations
Neighborhood Community $1,402,838
Events
$540,829
Senior Busing
$81,745
Contribution Program Ads / s >
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Check Out Hunger Campaign
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of fruits & vegetables




What can you do to help?
I

v Be aware of what’s important to us. Stay connected to
us.

v When we have common causes to support in the
community we will be sure to help, especially around
areas of health & wellness.

v Our long-standing belief has been doing lots of little
things and a few big ones.

v We have to be relevant in every community we are in,
thus much of that decision making is decentralized in our
stores, because they know what’s important in their
community.
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We’re often asked...







Have you had a $6 meal?

Gt

525 calories * 1 cup vegetahles
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The Hunt Valley Story




What customers had to say...

“Not only are the Wegmans products delicious, but more often than not, they are more budget
friendly than not only other store brands, but the name brands as well. | used to stock up on
canned goods in January at other stores when they were on sale, but don’t even bother any
more as your consistent prices are habitually better than their sale prices.”

- Lisa, from New Jerse

“We have been trying to eat healthier and Wegmans is the only store to shop that will keep us
on track. We love all the fresh fruits and vegetables, especially the fact that we can purchase
them already prepared for eating and cooking along with the ability to go online for recipes

to help us stay healthy.”

-Rachael, from New York

“l have been a big fan of Wegmans’ Consistent Low Prices strategy, and this new announcement
makes it even better. | used to hate having to check the Sunday news insert for prices and
having to run around to different stores to get the best “deals”. Now | shop only at Wegmans,
largely because of their “buy what you want, when you want it” philosophy.

-Tom from New York (no that’s not me ©)
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Our customers want to talk about us and to us.
And we want to listen and learn and share. '||

We know where they are
doing this.

&

10% on Twitter
60% on FC‘Cebook
20% on B|Ogs

Wegmans



We listen on Twitter... ’
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@wegmans What's the first thing
you recommend trying /buying /doing
- as someone who has never set foot

thanks @wegmans for the recipe: black bean
cakes w /chipotle corn sauce. yum.
http: / /twitpic.com /53v%hg

in a Wegmans before?

We responded.....
Our $6 meals :-)
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We share our Point of View on our Blog... (gﬂ_@d

: Share Your Views on Value at . ‘i
WOl | Wegmans £ st

0 We Shared:

Our pricing philosophy vﬁ
straight from Colleen

, . 40t lies s the imost
Wegman's voice Mﬂm:ﬁnﬁ"gﬁgﬁmfnmfzm

1 We Showed:

Customer comments we
received on our blog
describing value at

Az ve probably heard in the news, food . .-

We gmans o R i i Prices good thiough 2011
rize; We're very concemned this will cause ;
budget dificulties for many: of our e P LE S
customers. 5o todsy, we commit that 40
products families buy most will not
change in price through the end of 2041.

0 We invited customers to join It

famihy in plarning your weekhy food budgst:

The Conversqtion e gre shways looking for more ways to

help you get easy, hesithy and affordshbis
mesiz on the tabie.

Recenthy onour blog, many of you shared




Japan Example +

American
Red Cross

0 We Shared:
Our Point of View

0 We Showed:

Photos from our Chef
Team’s trip before the
earthquake

0 We invited customers
to join us in helping

Responding to the Crisis in | 118

apan and How You Can Help Shiors.

Urien oy Sotesn Weagenan on hETET T 20
Filsf unider: Fresn O Te Press

@ 42 Votes

VWhen we first heard of the recent earthgraks snd tsunami in Japan, we realhy
waited to help in any way we could. We know that many of owr customers and
employzss hava family and friends 'over there. And we have severs! suppher-
partners in Japsn with whom we've buslt strong relstionships—and
frizndships—over the ysars,

For decades now, we've beéen inspired by Japan's culture and spért of innovation.
Back in the 15805, my dad took his first trip there to explore food trends: That
visit inspired L= in many ways, most recently to develop ouwr green fes, 'sushi
offerings snd to begin epenimenting with Asian cuisine. Many of our chefs and
merchants have visited our supplisrs in Japan to lz2am new cooking technigues
and increase their preduct knowledge, Whan news of the disaster broks, our
people went straight to the phones to contact owr friends and make sure they
were OK,

Howrs before the first earthquake kit, several of our Sushi ohefs returned homs
from & learning trip to Jazpan.

) ¢ Imiy

e T :
Wegmans Sushi Cheds with one o Our SEpDBar-nanners om Lorkl, I the south of
Jaour gpatting ready 1o DoanE & bomt 1o see some Suna dars oo Blsrcs st 2044



We think of our customers-——
as our friends...
and how do you connect

with your friends?




Siay Connecied wﬂh Us.
It’s ‘nyﬂm, your way.
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Visit wegmans.Com for more



